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Abstract: Furniture industry is slowly transitioning towards the circular economy. Renting furniture can 
potentially increase its circularity, extend furniture life, and postpone furniture entering end-of-life phase. 
However, academic research and practice of renting furniture and furnishing services is still relatively 
limited. Theoretically, it falls within the product-service systems literature where calls for more empirical 
studies of especially consumer behaviour have been heard. We respond to these calls by exploring 
consumer acceptance of potential furnishing and furniture rental among students at Lund University, 
Sweden. We combined a literature review on consumer acceptance of PSS with a survey of 150 
students in Lund. The survey focused on understanding the current situation with furniture rental. The 
survey results were then analysed and followed up with 15 in-depth interviews with students that 
discussed what kinds of furniture and furnishing products the students would like to rent and what kinds 
of services they would want to be included in the furniture renting service. This study demonstrates that 
there exists a promising demand for furniture rental services among students in Lund. It identified critical 
product and service features that should be taken into consideration by potential furniture rental 
providers. Although this study focused on a specific case of furniture rental in Lund, our findings are of 
interest to other similar audiences of rental services. 
 
Introduction  
The European furniture industry is slowly 
transitioning towards the circular economy. 
Several interesting business models have been 
developed and are being tested. One type of 
such business models to enable circular 
transformation is rental furnishing service. 
Renting furniture could potentially extend 
furniture life, increase the utilisation rate of 
furniture and intensity of use, and divert or 
postpone bulky waste from ending up in landfills 
or incineration plants. However, rental 
furnishing services are not yet widespread. For 
example, Europe is lagging behind in the level 
of penetration and acceptance of the rental 
furnishing services, compared to the 
mainstreamed furniture rental businesses in the 
US or the rising markets in Asian countries. In 
these markets, rental furnishing service is 
popular among highly mobile groups of 
customers, who live in different places 
temporary. Overall, furniture markets are still 
dominated by take-make-waste linear 
economy. 
Academic research on rental furnishing 
services is also relatively limited. Theoretically, 
it falls within the product-service systems (PSS) 
literature that explores how these business 
models can be designed and how they can 
deliver on sustainability promises. However, 
even this literature is largely conceptual 
(Beuren, Gomes Ferreira & Cauchick Miguel, 
2013) or focuses on office furniture (Besch, 
2005). Calls for more empirical studies have 
been heard, including calls for a better 
understanding of consumer acceptance of 
product-service systems (Gullstrand Edbring, 
Lehner & Mont, 2016). We respond to this call 
by exploring consumer acceptance of furniture 
rental using students of Lund university, 
Sweden as a case.  
 
Method 
Lund is a university city with about 45 000 
students, who mostly live in rented apartments 
or dormitories that are seldom furnished. At the 
same time, several commercial and non-profit 
actors have been exploring the possibility to 
devise a business model for furniture rental to 
students and asked the same questions about 
consumer preferences and acceptance. In this 
study, we employed an exploratory mixed-
method approach with both qualitative and 
quantitative methods. We combined a literature 
review on consumer acceptance of PSS with a 
survey of 150 students in Lund, followed by 15 
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in-depth interviews with students. The survey 
focused on understanding the current situation 
with furniture rental and specific features of 
furniture rental services that could potentially 
improve consumer acceptance and adoption of 
such services in the future. The survey was 
followed by interviews with students that 
discussed an ideal scenario of rental furniture 
service and the importance of different products 
and services in the offer.  
 
Literature review 
Consumers’ perception is a critical factor for 
rental business models to succeed (Gullstrand 
Edbring et al., 2016). The main drivers for 
consumers to consider renting instead of 
buying products are affordability (Desai & 
Purohit, 1999; Schallehn et al., 2019), changing 
trends (Moeller & Wittkowski, 2010; Schallehn 
et al., 2019), and less-frequent or time-limited 
use of certain types of products (Behrendt et al., 
2017; Gullstrand Edbring et al., 2016). The 
convenience of renting is the ultimate reason 
behind these drivers; consumers are becoming 
more used to the concept of enjoying the use of 
products without the burdens of ownership 
(Moeller & Wittkowski, 2010; Schallehn et al., 
2019).  
The main barriers that can prevent consumers 
from renting are the strong institution and habit 
of ownership (Lidenhammar, 2015), concerns 
about insurance and the responsiveness of the 
company (Catulli, 2012), hygiene and quality of 
rented products (Bardhi & Eckhardt, 2012); and 
potentially cumbersome renting process 
(Catulli, 2012; Gullstrand Edbring et al., 2016; 
Schallehn et al., 2019). The last concern refers 
to consumer unfamiliarity with rules or fear of 
damaging the rented products (Gullstrand 
Edbring et al., 2016; Schallehn et al., 2019). 
A study by Gullstrand Edbring et al. (2016) 
investigated motivations for a younger 
generation to rent or share home furniture. In 
terms of motivations, 31% named flexibility, 
28% - economic and 20% - temporary use as 
reasons for renting furniture. In terms of barriers 
for renting furniture, 43% reported the habit of 
ownership; 18% - hygiene reasons and 15% - 
unfamiliarity with the concept. Gullstrand 
Edbring et al. (2016) also tested the attitude of 
young consumers towards second-hand 
consumption. The main reasons for buying 
second-hand furnishing products were 
economic - 47% and creating identity - 25%; 
while the obstacles were mainly hygiene-
related - 90%. This study also concluded that 
consumers have a positive attitude towards 
short-term renting, but are skeptical about long-
term renting preferring to buy furniture (even if 
second hand) for long-term use (Gullstrand 
Edbring et al., 2016).  
Other studies identified trust between furniture 
provider and consumers to be a critical success 
factor for rental furnishing services (Armstrong 
et al., 2015; Catulli et al., 2013; Gullstrand 
Edbring et al., 2016).  
 
Findings and analysis 
The majority of Lund students need to acquire 
their furniture when coming to study in Lund, as 
rental rooms or apartments are seldom 
furnished to the needed degree. The existing 
rental furnishing services typically provide a 
bed, a desk, a chair, a lamp or lightening, and a 
drawer/shelf or a bedside table. The provided 
furniture is not brand new but is considered to 
be in fair condition by 46% of the respondents. 
Twenty-one per cent of the respondents 
reported that they do not need to purchase 
anything more; 45% spent less than €100 on 
furnishing their rooms and another 20% spent 
between €100 and €300. The survey showed 
that 36% of the respondents purchase 
additional furniture from wholesale stores, 26% 
- from second-hand shops, 14% get furniture 
from family and acquaintances, 12% from retail 
shops, and 6% from on-line consumer-to-
consumer second-hand trading platforms.  
 
Motivations for renting furniture in Lund 
The overall level of acceptance of renting 
furniture as an idea by students in Lund is high: 
89% replied positively, 8% replied maybe, and 
only 3% (5 people among 150 valid responses) 
were not interested in renting furniture.  
To understand why students may consider 
renting furnished rooms, respondents were 
given seven reasons to rank (from 1 – for 
irrelevant to 5 – for most relevant) and a 
possibility to comment. The given reasons were: 
a) convenience; it is less effort than to acquire 
own furniture; b) it is cheaper than buying new 
furniture; c) rental rooms should always be 
furnished by default; d) renting reduces the 
environmental impact of producing new 
furniture by extending furniture life; e) it is not 
necessary to 'own' the furniture for any reason; 
f) renting offers access to the furniture that 
people can otherwise not afford; and g) people 
like the design (style & colour) of rented 
furniture. Ninety-four respondents (71%) 
ranked convenience as the most important 
reason to rent furniture. The second most 
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common reason (42%) was shared between 
reason (b) cheaper than buying new furniture, 
and (e) do not feel it is necessary to own the 
furniture. Thirty-nine per cent of the 
respondents think that renting furniture is good 
for (d) reducing the environmental impacts of 
buying and producing new furniture. The 
statement (c) “rental rooms should always be 
furnished” received the full diversity of answers, 
with a slight prevalence of positive statements 
(ranked 3-5). Around one-fourth of the 
respondents indicated that they would rent 
furnished rooms as (f) a way to use the furniture 
that they would not be able to afford otherwise. 
However, the distribution of the vote is 
approximately even along the scale. Fashion 
and design (g) did not resonate with 
respondents as a reason to rent furnishings. 
About one-third of the respondents think the 
aesthetic design is irrelevant for deciding about 
renting a furnished room.  
 
The main concerns for students to avoid 
renting rooms with furniture 
People who replied that they would not want to 
rent a furnished room were also given seven 
reasons to rank their answers and a possibility 
to provide their reasons. The seven reasons 
suggested were: a) already have furniture; b) it 
is not necessarily cheaper to rent furnished 
rooms than buy new furniture; c) I like to own 
furniture for different reasons; d) the furniture 
does not suit me; e) I do not like the style or the 
colour of the rented furniture; f) I have concerns 
about the hygiene of the furniture; g) I have 
concerns about the condition and/or status of 
the furniture. Only five people replied that they 
do not want to rent a furnished room, and 
among them, the most important reasons were: 
(a) they already had their furniture and (c) a 
sense of ownership.  
 
Willingness to pay for rental furnishing 
service by students 
Regarding the acceptable price range, 30% (45 
votes) of respondents agreed on paying 
between €30-50 per month, 22% agreed on 
paying between €20-30, 13% agreed on paying 
between €10-20 and 12% - below €10. This 
shows the substantial span of willingness to pay 
for furniture rental, which can be addressed by 
the diversity of rental offers from providers.  
 
Consumer attitudes towards renting 
second-hand furnishing 
The last objective of this survey is to find out 
consumer’s attitude towards the condition of the 
furniture and furnishing items. First, 
approximately 70% of the respondents replied 
that if they were to use the rental furnishing 
service, they expected the items to be used but 
function well. 27% of the respondents think the 
furniture should be in like-new condition. Very 
few people (3%) think that it should be brand 
new. After the respondents were asked about 
their reasons for renting furniture, they were 
asked if they would change their answer if the 
furniture provided in the scheme was ‘used’ 
furniture. About 86% (130 responses) said ‘no’. 
However, among students who have had 
experiences renting furniture, 45% were not 
satisfied with the quality of rented furniture. The 
main reasons were age - too old, unsteady or 
broken (16%), furniture design (14%), 
unsatisfactory function (9%), and unsatisfactory 
condition – dirty, smelly or with visible stains 
(6%).  
 
Implications for potential shaping of 
furniture rental services 
The results of the survey were complemented 
by 15 in-depth interviews with students to better 
understand the product and service 
components of ideal furniture renting service.  
According to the interviewees, the product 
component in the imaginary scenario should 
comprise essential pieces of furniture such as 
bed, desk, chair, bedside table, and bookshelf 
or drawer. These pieces of furniture are bulky, 
more expensive, or troublesome to acquire for 
students. Most of the interviewees mentioned 
that, for these pieces, the functionality and a 
reasonable range of choices should be 
guaranteed by rental service. Other frequently 
mentioned furniture items were couch, armchair 
and lamps. These items would be used in 
student rooms to create an area for relaxing 
purpose instead of for practical purposes, i.e., 
study or sleep. Other furnishing items, such as 
a blanket, a table lamp, or posters or photo 
frames were seen as less essential and 
inexpensive. Thus, most of the interviewees 
preferred buying them instead of renting. 
Especially for international students, decorative 
items were seen as necessary for a balanced 
social life and mental health. The hygiene issue 
is important when renting fabrics, such as 
curtains or bed sheets. Three interviewees who 
would not mind renting fabrics mentioned that 
they imagined the condition of these type of 
items to be like “living in a hotel, where 
everyone knows that all the things were used, 
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but they were professionally cleaned and look 
very new”. There were diverse opinions on the 
overall condition of furnishing items, ranging 
between ‘like-new, no visible stains’ and ‘look 
used, can have small stains and scratches.’ All 
interviewees highlighted the importance of 
communicating the condition of the products 
beforehand and reflecting the differences in the 
total price. “I don’t mind if it looks old or has 
scratches or stains, but I want to be able to 
choose; and the price should reflect the 
condition (of the furniture)”.  
The service component of furnishing rental was 
discussed in terms of how the essential 
services could be provided. All interviewees 
agreed that a service provider should be in 
charge of transporting furniture, while opinions 
differed between those who thought that 
delivery/pickup service should be included in 
the price of the renting package and those who 
acknowledged that it would be reasonable for 
the service provider to charge extra for delivery 
service. Few students suggested that a self-
pick-up/-drop-off point should also be an option 
for low-end customers or reasons of 
convenience. Some interviewees suggested 
that it might be cost-efficient for the landlords to 
provide rental furnishing service to their student 
tenants because the landlords would have the 
possibility to reduce the need of moving these 
items and reduce the risk of damaging them. 
They also expressed the importance of face-to-
face interaction at the beginning and end of the 
contract period when the state of the furnishing 
items can be examined and agreed upon.  
In addition, many interviewees express that, 
regardless of the ways of delivery or picking-up, 
they consider an in-person confirmation at the 
beginning and an inspection at the end of the 
contract more important features of renting 
service. “I am fine with paying if I break 
something or cause some use marks when I am 
leaving, but I would like it to be discussed or 
communicated face-to-face. It seems fairer in 
this way”.  
Most of the interviewees preferred to be 
informed about the service by official and 
trustworthy channels, such as actors related to 
LU, before or on the day they arrive at the 
university. This would reduce their worry about 
the practicalities of furnishing their rooms since 
the furnishing rental service is often a long-term 
contract. Still, they defined a temporary use to 
be about one year, extendable on demand. 
An internet-based platform, integrated with an 
existing platform, such as accommodation 
rental websites was a preferred channel of 
communication, which would include booking 
services, display available items and promote 
the atmosphere of sharing. The interviewees 
also imagined a pickup point or warehouse to 
look like a showroom in an IKEA store so that 
“you get the sense of how cool it is to use this 
service, and you get the sense of shopping from 
going there and pick up small stuff that you like, 
but you are only renting them”. Professional 
furniture producers or rental furnishing 
companies were also mentioned as potential 
service providers as they could provide more 
options. 
The most important features of the furnishing 
renting service were the convenience of the 
renting process itself, sufficient but not limitless 
choices, and the functionality of the items 
provided. 
In conclusion, all of the interviewees viewed 
rental furnishing service as helping them 
improve their quality of life during their studies 
when they have a limited budget. Therefore, 
despite different discussed scenarios, the 
majority of the interviewees agreed that such a 
service should prioritize fulfilling basic needs. 
 
Conclusions 
The analysis of consumers’ survey showed that 
there exists a promising demand for furniture 
rental services among students in Lund. In- 
depth interviews identified critical product and 
service features that should be taken into 
consideration by potential furniture rental 
providers. Although this study focused on a 
specific case of furniture rental in Lund, our 
findings are of interest to other similar 
audiences of rental services across the globe. 
This study also contributes to the literature on 
consumer acceptance of PSS.   
 
Acknowledgements 
We would like to thank MISTRA Sustainable 
Consumption—from Niche to Mainstream 
(programme period 2017-2021) for financial 
support of this research.  
 
References 
Armstrong, C., Niinimäki, K., Kujala, S., Karell, E., & 
Chunmin, L. (2015). Sustainable product-service 
systems for clothing: Exploring consumer 
perceptions of consumption alternatives in Finland. 
Journal of Cleaner Production, 97, 30–39. 
https://doi.org/10.1016/j.jclepro.2014.01.046 
Bardhi, F., & Eckhardt, G. M. (2012). Access-Based 
Consumption: The Case of Car Sharing. Journal of 




4th PLATE Virtual Conference Limerick, Ireland, 26-28 May 2021 
Authors:  Yu-ting Chiu, Oksana Mont and Heather Schoonover 
Title: Exploring consumer acceptance of furniture renting services 
 
- 5 - 
 
Behrendt, S., Jasch, C., Kortman, J., Hrauda, G., 
Pfitzner, R., & Velte, D. (2017). Eco-service 
Development: Reinventing Supply and Demand in 
the European Union. Routledge. 
https://doi.org/10.4324/9781351282161 
Besch, K. (2005). Product-service systems for office 
furniture: Barriers and opportunities on the 
European market. Journal of Cleaner Production, 
13(10–11), 1083–1094. 
https://doi.org/10.1016/j.jclepro.2004.12.003 
Beuren, F. H., Gomes Ferreira, M. G., & Cauchick 
Miguel, P. A. (2013). Product-service systems: A 
literature review on integrated products and 
services. Journal of Cleaner Production, 47, 222–
231. https://doi.org/10.1016/j.jclepro.2012.12.028 
Catulli, M. (2012). What uncertainty? Further insight 
into why consumers might be distrustful of product 
service systems. Journal of Manufacturing 
Technology Management, 23, 780–793. 
https://doi.org/10.1108/17410381211253335 
Catulli, M., Lindley, J., Reed, N., Green, A., Hyseni, 
H., & Kiri, S. (2013). What is Mine is not Yours: 
Further Insight on what Access-Based 
Consumption says about Consumers. Research in 
Consumer Behavior, 15, 185–208. 
https://doi.org/10.1108/S0885-
2111(2013)0000015012 
Desai, P. S., & Purohit, D. (1999). Competition in 
Durable Goods Markets: The Strategic 
Consequences of Leasing and Selling. Marketing 
Science, 18(1), 42–58. 
https://doi.org/10.1287/mksc.18.1.42 
Gullstrand Edbring, E., Lehner, M., & Mont, O. 
(2016). Exploring consumer attitudes to alternative 
models of consumption: Motivations and barriers. 
Journal of Cleaner Production, 123, 5–15. 
https://doi.org/10.1016/j.jclepro.2015.10.107 
Moeller, S., & Wittkowski, K. (2010). The burdens of 
ownership: Reasons for preferring renting. 
Managing Service Quality: An International Journal, 
20(2), 176–191. 
https://doi.org/10.1108/09604521011027598 
Schallehn, H., Seuring, S., Strähle, J., & Freise, M. 
(2019). Customer experience creation for after-use 
products: A product–service systems-based 
review. Journal of Cleaner Production, 210, 929–
944. https://doi.org/10.1016/j.jclepro.2018.10.292 
 
